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Abstract. Brand identity management and corporate social responsibility have increased 
importance in both managerial practice and academic research. However, only a small 
number of studies have examined how these strategic tools influence employees’ attitudes 
and behaviours. The aim of this paper is, therefore, to analyse how employees’ perceptions 
of brand identity management and corporate social responsibility affect their attitudes and 
behaviours. An empirical study was undertaken among a sample of 297 front line employ-
ees working in the UK banking sector. Hypotheses were tested using partial least square 
regression. The results show that employees’ perceptions of brand identity management 
and corporate social responsibility determine their commitment towards their organisa-
tions, both directly and indirectly through perceived external prestige. Organisational 
commitment explains employees’ brand performance and brand citizenship behaviour. 
Age differences indicate higher impact of brand identity management on older employees, 
and higher effects of perceived corporate social responsibility in younger employees. The 
results extend existing knowledge and are informative for bank managers. 
Keywords: brand identity management, corporate social responsibility, perceived external 
prestige, organisational commitment, employees, banking sector.
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Introduction 
Over the last decades, researchers and practitioners have acknowledged the role of 
brand identity management (BIM) and corporate social responsibility (CSR) as criti-
cal success factors influencing stakeholders’ attitudes and behaviours. They are also 
recognised as effective tools organisations can use to favourably influence corporate 
images and, therefore, increase their competitive advantage and overall performance. 
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Consequently, both BIM and CSR have been included in business excellence models 
(Cornelius et al. 2007). 
The financial crisis of 2008 led many organisations to rethink their BIM to meet stake-
holders’ evolving needs, rebuild their trust and forge strong relationships. However, with 
some recent exceptions (Bravo et al. 2015a, 2015b; Coleman et al. 2015), empirical 
insights into BIM effects are limited and still lack empirical evidence. Likewise, despite 
being common practice in many organisations, CSR programs effects on stakeholders’ 
behaviour are not always clear. In a recent survey, 37% of CEOs could not see a clear 
link between CSR actions and business value. This percentage was twice the number 
who had cited the failure to identify such a link in 2007 (Financial Times 2014). It is 
important, therefore, to obtain a better understanding of BIM and CSR effects.
BIM and CSR research have often explored the perceptions, attitudes and behaviours of 
consumers. By contrast, a relatively small number of studies have examined how BIM 
and CSR affect employees (e.g. Lee et al. 2013; Bravo et al. 2015a, 2015b; Coleman 
et al. 2015; Slack et al. 2015). Internal stakeholders are an important source of com-
petitive advantage, especially in the services sector. Despite the study of employees’ 
perceptions of BIM programs and CSR activities has recently gained more attention, 
there is a dearth of studies that analyse the effects of both BIM and CSR simultaneously 
from the employees’ perspective (Arendt, Brettel 2010).
The main goal of this research is, therefore, to provide additional insights into the effects 
of employees’ perceptions of BIM and CSR. Specifically, we explore how perceived 
BIM and CSR influence perceived external prestige and organisational commitment. In 
turn, the research examines the impact of organisational commitment on brand perfor-
mance and brand citizenship behaviour. In addition, it investigates the moderating role 
of employees’ age on the effects of perceived BIM and CSR.
This research contributes to a better understanding of the relative impact of perceived 
BIM and CSR from the internal stakeholders’ perceptions. Specifically, this study con-
nects and complements insights from previous academic research in the areas of BIM 
and CSR. For practitioners this work could enhance their knowledge of the benefits 
of BIM and CSR in terms of employees’ responses, and it may help to measure and 
control these effects.
This study focuses on the banking sector in the UK. Banking institutions have shown 
an increasing interest in developing strong corporate identities (Bravo et al. 2015a). 
Likewise, banks have traditionally invested in CSR initiatives (Wallace 2015). However, 
this sector has been held at least partly responsible for the economic crisis and its image 
has been seriously damaged. The decrease in trust and credibility in banking institutions 
has fostered scepticism towards their brand management initiatives in general, and to-
wards their CSR actions in particular. To restore consumers’ confidence, there is a need 
to rethink the BIM and to analyse the impact of corporate actions on stakeholders. As 
employees play a key role to rebuild trust and forge strong relationships with consum-
ers, investigating the effects of perceived BIM and CSR on employees’ responses in 
this setting is timely.
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This paper is organised as follows. In the next section, we provide a brief, general 
discussion of BIM and CSR. In addition, we develop the conceptual framework and 
the research hypotheses. In the following section we describe the methodology used in 
the study. We then present the empirical findings. Finally, we outline the conclusions, 
implications, limitations, and future research directions. 
1. Theoretical framework and hypotheses development
1.1. BIM and CSR 
Brand identity has been defined in several ways. The identity of a brand is usually based 
on its distinctive and durable core attributes. Aaker (1996: 68) defines this concept as “a 
unique set of brand associations that the brand strategist aspires to create or maintain”. 
This construct was initially constrained to the visual elements of the brand, such as its 
symbols or the logo. However, current perspectives also include aspects related to corpo-
rate culture, strategy, structure, communications and behaviour (Suvatjis et al. 2012). Fol-
lowing Simoes et al. (2005), BIM can be defined as activities implemented intentionally 
by the organisation to improve its image among both its external and internal audiences.
The literature on CSR also provides several definitions of this concept. In the 1950s, 
CSR was mainly considered as a “social obligation”. Following the stakeholders theory, 
during the 1990s, researchers considered that the main goal of CSR was to respond 
to the different needs of their main stakeholders. This perspective was also criticised, 
arguing that it mainly adopted a reactive approach (Garriga, Melé 2004). By contrast, 
CSR can also be seen as a proactive and voluntary attitude. In this line, Moir (2001: 
18) defines CSR as “the continuing commitment by business to behave ethically and 
contribute to economic developments while improving the quality of life of the workforce 
and their families as well as the local community and society at large”.
BIM and CSR have points in common. Previous models of corporate identity refer to 
outcomes that can also be determined or partially affected by CSR, such as corporate 
image or reputation (Christensen, Askergaard 2001). The study by Arendt and Brettel 
(2010), for instance, empirically shows that CSR and BIM have effects on outcomes 
such as corporate image attractiveness or employee-company identification. In addition, 
as noted earlier, BIM includes those activities implemented by organisations to improve 
their image among audiences. Therefore, from this general perspective, CSR could be 
considered as part of these activities. However, although CSR can be connected to the 
identity of a brand or an organisation (e.g. The Body Shop), as Powell (2011: 1370) 
points out, organisations “which provide mission and values statements with an ethi-
cal and/or sustainable orientation, or which promote themselves as ethical/sustainable 
through their corporate brand, do not necessarily have an underpinning ethical iden-
tity”. In other words, CSR actions developed by organisations may not always be rooted 
in their identity (e.g. CSR could be merely implemented to comply with regulations). 
Thus, previous conceptual frameworks and empirical studies focused on the analysis 
and measurement of BIM do not refer explicitly to CSR as a component (e.g. Simoes 
et al. 2005; Arendt, Brettel 2010; Coleman et al. 2011). Accordingly, the effects of BIM 
and CSR are individually explored in the next section.
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1.2. Hypotheses development
Figure 1 presents the conceptual framework underlying this research. 
The influence of perceived BIM and CSR on perceived external prestige is first ex-
plored. This concept, also known as construed external image, represents employees’ 
beliefs about how outsiders see their organisation (Smidts et al. 2001). BIM programs 
and CSR initiatives, as other actions implemented by the organisations to increase their 
reputation and to communicate themselves to external audiences, are susceptible to af-
fecting perceived external prestige.
A well managed brand identity may result in positive employees’ perceptions of how 
prestigious their organisation is in the eyes of external stakeholders. However, the influ-
ence of BIM on perceived external prestige has received little attention. At an organisa-
tional level, corporate identity is the central element upon which communications’ poli-
cies are developed, reputation is built and image is formed (Balmer 2008). Therefore, 
when organisations develop their brand identity and communicate it to the different 
external and internal stakeholders, a good reputation can be obtained. Arendt and Brettel 
(2010) empirically showed that internal brand management exerts positive effects on a 
similar concept, corporate image attractiveness, which refers to the employees’ percep-
tions of the company. Therefore, it could be expected that a positive perception of the 
brand identity and its management may help develop positive employees’ beliefs about 
how others view their organisation. 
The impact of CSR on perceived external prestige has also received little attention. Kim 
et al. (2010) were the first to empirically explore this relationship. These authors found 
that CSR associations (i.e. employees’ perceptions of the company identity regarding 
important societal matters) exert a significant impact on perceived external prestige. 
Similarly, de Roeck and Delobbe (2012) found that employees’ perceptions of environ-
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mental CSR positively influence perceived external prestige. Previous research shows 
that CSR initiatives are an effective tool to strength organisations’ reputation (Fombrun 
et al. 2000). Thus, employees may appreciate being affiliated with an organisation that 
“looks good” ethically and which is seen by outsiders as socially responsible. Therefore, 
we propose:
H1: Perceived BIM has a positive effect on perceived external prestige.
H2: Perceived CSR has a positive effect on perceived external prestige.
Perceived BIM and CSR also affect employees’ commitment to their organisation. The 
affective dimension of commitment, considered the main determinant of employees’ 
attitudes and behaviours (Bloemer, Odekerken-Schröder 2006), is explored.
Social identity theory is generally used to explain the effects of perceived BIM and CSR 
on organisational commitment (Tajfel, Turner 1979; Mael, Ashforth 1992). Based on 
this theory, an individual’s self-concept may be composed of different identities which 
evolve from social groups, such as the workplace. Therefore, when employees’ beliefs 
about their organisation become self-referential, their degree of identification and com-
mitment is enhanced. 
Positive employees’ perceptions of brand identity and its management lead to stronger 
bonds with the organisation and a greater sense of pride and belonging to the firm 
(Dukerich et al. 2002). They also result in higher levels of employees’ brand knowledge 
and a deeper understanding of brand strategies and decisions, as well as the brand values 
and promises (King, Grace 2010). This, in turn, can foster employees’ commitment to 
the organisation (Aurand et al. 2005). Specifically, previous internal branding literature 
has demonstrated the positive link between some of the dimensions that underlie the 
BIM construct and employees’ commitment (Burmann et al. 2009; Arendt, Brettel 2010; 
Punjaisri, Wilson 2011; Bravo et al. 2015b). 
Similarly, several studies have confirmed a positive relationship between CSR and or-
ganisational commitment. Peterson (2004), for instance, demonstrated that favourable 
perceptions of corporate citizenship were associated with higher organisational commit-
ment. Brammer et al. (2007) also confirmed this result, whereas Turker (2009) found 
that CSR to social and non-social stakeholders, employees and customers were signifi-
cant predictors of organisational commitment. CSR initiatives enhance the likelihood 
of employees’ pride of being members of a socially responsible company. Likewise, 
CSR increases employees’ identification with the organisation. This, in turn, results in 
a higher commitment to the organisation. 
Finally, it is proposed that employees’ commitment to the organisation will be higher 
when companies are perceived to be prestigious. Perceived external prestige has been 
found to facilitate identification with the organisation (e.g. Smidts et al. 2001; Carmeli 
2005). Mayer and Schoorman (1998) also confirmed that employees’ commitment in-
creases when they believe that their organisation is held in high regard by others outside 
the firm. Working in a prestigious organisation reinforces employees’ self-esteem and 
self-enhancement (Farooq et al. 2014), encouraging employees’ commitment to their 
organisation. Thus, we postulate:
246
R. Bravo et al. Brand identity management and corporate social responsibility: an analysis from employees ...
H3: Perceived BIM has a positive effect on organisational commitment.
H4: Perceived CSR has a positive effect on organisational commitment.
H5: Perceived external prestige has a positive effect on organisational commitment.
The effect of organisational commitment on brand performance and brand citizenship 
behaviours is next explored. Brand performance refers to the extent to which an em-
ployee performs his/her role, including the brand promise delivery, based on the brand 
standards (Punjaisri et al. 2009). Brand citizenship behaviours, on the other hand, in-
clude extra-role activities aimed at strengthening the brand identity and reaching the 
brand goals (Burmann, Zeplin 2005). These individual behaviours are above and beyond 
the norm, yet are consistent with the organisation’s values (King, Grace 2012). 
Social exchange theory is helpful to understand employees’ in-role and extra-role behav-
iours. Following this theory, individuals search for reciprocal and fair exchanges (Searle 
1990). When a company treats their employees fairly, employees will be satisfied and 
will respond with fair and reciprocal behaviours. In addition, if employees perceive their 
company is responsive, providing extra resources to employees, they will be more likely 
to reciprocate with more effort in their work. 
Prior research has found a positive but moderate correlation between employees’ com-
mitment and brand performance (Riketta 2002). The qualitative findings of Punjaisri 
and Wilson’s (2011) work suggest that employees’ commitment is an important factor 
explaining the delivery of brand promises. However, in the quantitative part of their 
study, they could not find support for this relationship. Factors, such as the lack of 
access to resources or employees’ abilities and skills, may explain this result. Despite 
this, past research has found that employees who feel attached to their organisations and 
highly identify with their companies will deliver a higher performance (Riketta 2002). 
Extant research also suggests that employees’ brand performance will be greater when 
their commitment is high (de Chernatony, Segal-Horn 2003).
Employees’ commitment also has a positive effect on brand citizenship behaviours 
(Burmann, Zeplin 2005; Shaari et al. 2012). Employees are more motivated to en-
gage in brand citizenship behaviours when they are committed to their organisations 
(Barroso-Castro et al. 2005; Burmann et al. 2009). Employees who feel committed to 
their organisations will have a more positive attitude towards their jobs and this can 
result in a greater acknowledgement of the effort made by the company towards them. 
Consequently, they may be more willing to undertake more than their job descriptions 
(King, Grace 2012). Therefore, we propose:
H6: Organisational commitment has a positive effect on employees’ brand performance.
H7: Organisational commitment has a positive effect on employees’ brand citizenship 
behaviours.
Perceived BIM and CSR may not affect perceived external prestige and organisational 
commitment in the same way. Employees’ age, one of the most analysed variables in 
the literature (Diamantopoulos et al. 2003), can moderate these relationships. 
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It is difficult to foresee the role of employees’ age on the effects of perceived BIM. 
Older employees have been more exposed to BIM programs. This experience could lead 
them to be more aware of their benefits. Therefore, one could expect a stronger effect 
of perceived BIM on perceived external prestige and organisational commitment for 
older employees. By contrast, an inverse relationship between age and perceived CSR 
orientations could be expected. Younger individuals are usually considered to be more 
sensitive to CSR concerns. They also like to work for socially responsible companies 
and value their social actions. Therefore, one could expect a stronger effect of perceived 
CSR on perceived external prestige and organisational commitment for younger em-
ployees. However, given the lack of consensus in prior studies, this part of the research 
is regarded as exploratory, and no hypotheses are postulated.
2. Methodology
An empirical study was carried out during January and February 2013 to test the pro-
posed model. The study focused on bank employees in the United Kingdom, and the 
sample was gathered from a UK database. A questionnaire was administered online, and 
the final sample consisted of 297 individuals. Respondents came from the following 
banking institutions in the UK: Barclays (20.2% of respondents), Lloyds TSB (12.8%), 
HSBC (10.8%), RBS (8.1%), Natwest (8.1%), Halifax (6.7%), Santander UK (6.7%), 
Bank of Scotland (4.0%), and others (22.6%). Characteristics of the sample are shown 
in Table 1. 





From 18 to 24 7.1%
From 25 to 34 35%
From 35 to 44 34%




Years in the bank
From 1 to 5 years 41%
From 6 to 10 years 21%
From 11 to 20 years 20%
More than 20 years 18%
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Well-established scales were employed to measure the constructs (see Appendix). In all 
cases, seven-point Likert scales were used (1 = “strongly disagree” to 7 = “strongly 
agree”). BIM was measured using the five dimensional scale developed by Coleman 
et al. (2011). Perceived CSR was assessed following Lichtenstein et al’s (2004) scale. 
Perceived external prestige was measured adapting the items used by Kim et al. (2010). 
Organisational commitment was measured using items adapted from the work by King 
and Grace (2010). Brand performance was measured using items based on Punjaisri 
and Wilson’s (2011) work. Finally, the scale of brand citizenship behaviour was derived 
from the works by Burmann and Zeplin (2005) and King and Grace (2010).
To avoid problems in relation to common method bias, the recommendations by Podsa-
koff et al. (2003) were followed. Respondents were encouraged to provide their honest 
opinions by guaranteeing the confidentiality and anonymity of the responses. A Har-
man’s one-factor test was also conducted by means of confirmatory factor analysis using 
EQS 6.2. This test showed that the goodness of fit for a measurement model in which 
all the variables loaded on a single factor was substantially lower than the goodness of 
fit for a model where every item loaded on its corresponding latent variable. Thus, there 
is no evidence to suggest the presence of common method bias.
3. Results
To test the hypotheses, partial least squares (PLS) with SMART-PLS 2.0 software was 
used. First, the validity and reliability of the constructs was assessed. Due to the multi-
dimensional nature of BIM, this construct was operationalised as a second-order factor 
model following a two-step approximation method (Chin 2010). Measurement model 
results are shown in Table 2. All factor loadings were above 0.5 and statistically signifi-
cant, which suggests the convergent validity of the scales. Cronbach’s Alpha, composite 
reliability (CR) and Average Variance Extracted (AVE) values were above the recom-
mended thresholds of 0.8, 0.7 and 0.5, respectively, providing support for the reliability 
of the scales. Finally, discriminant validity was supported, since all the constructs’ AVE 
values are greater than the squared estimated correlations for all pairs of constructs. 
Table 2. Results of the reliability and convergent validity analyses
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Perceived external 
prestige





OC1 0.95* 0.94 0.96 0.90
OC2 0.94*
OC3 0.96*












Note: * = significant at p < 0.05.
The proposed model was then tested (see Table 3). To assess the significance of the path 
coefficients, a bootstrap resampling technique with 5 000 subsamples was used. Results 
revealed that all the factorial loadings were significant at 5%. The Stone-Geisser test 
criterion (Q2) exceeded the threshold of 0 for all the dependent variables, supporting 
the predictive relevance of the model. Finally, the R2 values of the dependent variables 
were also above the common threshold of 10%. 
Table 3. Results of the structural model
Hypotheses β t-value Q2 R2
H1: BIM → Perceived external prestige 0.59 9.65* PEP = 0.43 PEP = 0.51
H2: CSR → Perceived external prestige 0.17 2.33*
H3: BIM → Organisational commitment 0.37 5.60* OC = 0.59 OC = 0.67
H4: CSR → Organisational commitment 0.16 2.74*
H5: Perceived external prestige → Organisational 
commitment
0.39 6.91*
H6: Organisational commitment → Brand performance 0.56 11.12* BP = 0.24 BP = 0.32
H7: Organisational commitment → Brand citizenship 
behaviour
0.70 22.03* BCB = 0.35 BCB = 0.93
Note: * = significant at p < 0.05.
End of Table 2
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In line with findings from previous studies (Arendt, Brettel 2010; Kim et al. 2010; de 
Roeck, Delobee 2012), perceived BIM (β = 0.59, p < 0.05) and CSR (β = 0.17, p < 
0.05) are related positively and significantly to perceived external prestige, which sup-
ports H1 and H2. Perceived BIM (β = 0.37, p < 0.05) and CSR (β = 0.16, p < 0.05) 
also exert significant direct effects on organisational commitment. These findings are 
consistent with previous studies (e.g. Peterson 2004; Brammer et al. 2007; Burmann 
et al. 2009; Turker 2009; Arendt, Brettel 2010; Punjaisri, Wilson 2011; Bravo et al. 
2015b). In addition, perceived external prestige has a positive and significant influence 
on organisational commitment (β = 0.39, p < 0.05). Therefore, H3, H4 and H5 are sup-
ported. While extant literature identifies a positive but moderate relationship between 
employees’ commitment and brand performance (Riketta 2002; Punjaisri, Wilson 2011), 
results show that organisational commitment has a positive and significant effect on 
this variable (β = 0.56, p < 0.05). Finally, as anticipated, and supporting previous find-
ings (Burmann, Zeplin 2005; Shaari et al. 2012), results confirm a positive relationship 
between organisational commitment and brand citizenship behaviours (β = 0.70, p < 
0.05). Thus hypotheses H6 and H7 are supported. 
A multi-sample analysis explored whether employees’ age moderates the effects of per-
ceived BIM and CSR on perceived external prestige and organisational commitment 
(see Table 4). Results show that the effects of BIM on perceived external prestige are 
statistically different (t-value = 4.76, p < 0.05) between the younger (βyoungers = 0.29*) 
and the older subsample (βolders = 0.81*). On the other hand, the relationship between 
perceived CSR and perceived external prestige is statistically significant different (t-
value = 6.00, p < 0.05) between “youngers” employees (βyoungers = 0.55*) and “olders” 
(βolders = –0.16). Similarly, the relationship between perceived CSR and organisational 
commitment is stronger for the group of “youngers” (βyoungers = 0.24*) than for the 
group of “olders” (βolders = 0.00). 
Table 4. Multisample analysis
Youngers Olders t-statistics (p-value) 
BIM → Perceived external prestige 0.29* 0.81* 4.76 (p < 0.05)
BIM → Organisational commitment 0.36* 0.51* –1.02 (n.s.)
CSR → Perceived external prestige 0.55* –0.16 6.00 (p < 0.05)
CSR → Organisational commitment 0.24* 0.00 1.81 (p < 0.1)
Note: * = significant at p < 0.05
Conclusions
This research has examined how employees’ perceptions of BIM and CSR affect their 
attitudes and behaviours. Several theoretical implications can be drawn from the empiri-
cal results. First, this research complements prior studies in the BIM and CSR literature 
and helps fill several gaps in both areas of research. Second, this paper explores the 
perspective of employees, which has received less attention in the literature. 
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Specifically, the results suggest that a positive perception of BIM and CSR initiatives 
among employees may result in greater organisational commitment. Extant research has 
highlighted the importance of employees’ commitment as a key driver of success and 
differentiation for both the brand and the organisation itself. These findings confirm that, 
among the different ways to achieve a high level of commitment, positive perceptions 
of BIM and CSR can reinforce bonds between employees and their organisation. 
In addition, employees’ perceptions of BIM and CSR also affect organisational com-
mitment indirectly through perceived external prestige. Employees appreciate BIM and 
CSR initiatives because these actions may help develop a prestigious corporate brand 
in the eyes of external stakeholders. As such, when employees believe outsiders see 
their organisation in a favourable way, their commitment with their organisation will 
also be greater.
The findings also suggest that committed employees will be more likely to undertake 
brand citizenship behaviours which help their company and will have a higher brand 
performance. As employees are the link between the organisation and the consumers, 
increasing their commitment to encourage these positive outcomes will be a critical 
challenge. 
Finally, this research offers some insights into the moderating effects of age. First, older 
employees’ perceptions of how well the brand identity is being managed is more impor-
tant to explain their perceived external prestige than is the case of younger employees. 
The higher experience of older workers with BIM can explained this result. Findings 
also confirm that the effects of CSR perceptions are higher among younger workers than 
older workers. This can be explained by the higher sensitivity to CSR concerns that is 
attributed to younger cohorts in comparison with older generations. 
The findings of this study also provide several managerial implications. First, many ser-
vice organisations and financial institutions have not paid enough attention to branding 
issues. Specifically, within financial services, there is a lack of top-down organisational 
understanding of the importance, value and meaning of brand management. The current 
research confirms that BIM has important benefits. Therefore, banks and organisations 
in general, should take into account this relevant concept. This should imply focusing 
on tangible aspects of brand identity, such as visual identity and dimensions that are 
most directly related to employees, such as human resources initiatives. In addition, 
organisations should pay attention to both the consumers’ and employees’ needs and 
develop a strong and favourable brand personality. Finally, companies should set up a 
coherent and controlled process for its corporate communication. 
Second, previous research has questioned the positive effects of CSR in controversial 
sectors, as CSR claims in these contexts are susceptible to social scepticism, being 
perceived as a mere response to clean the reputation. The responsibility of the financial 
sector for the crisis and its consequences could have contributed to growing stakehold-
ers’ scepticism of CSR actions and raised suspicions about the reasons that lead banks 
to implement these policies. However, in line with other studies testing controversial 
sectors, our study suggests that CSR initiatives can be used to improve employees’ 
positive attitudes and behaviours. 
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The current research has shown that both BIM and CSR are useful tools to foster 
a strong bond between employees and their organisation and increase the perceived 
external prestige, which in turn will also contribute to enhance the commitment of 
employees. Therefore, when analysing the positive externalities of BIM and CSR pro-
grams, managers should take into account not only the responses of consumers and 
other external stakeholders to these actions, but also pay attention to all the outcomes 
dealing with internal stakeholders, such as employees. Banks should also encourage 
their participation in the management of their brand identity and the development and 
implementation of CSR initiatives. 
The effects of BIM and CSR differ between younger and older employees. The com-
munications to younger employees should be more focused on the benefits of BIM, with 
the objective that younger workers perceive the advantages of a suitable BIM program. 
On the other hand, as older workers are less sensitive to CSR, banks’ CSR communica-
tions should be specifically directed to these workers. 
This research is not without limitations. First, the results need to be interpreted within 
the context of the UK financial services sector. Replication of the analysis in other 
sectors and countries could help regarding the generalisation of results. Second, due 
to the cross-sectional nature of the data, firm conclusions regarding causality cannot 
be drawn. Additional longitudinal research could provide more insight into probable 
causation. Third, future research could analyse the perceptions of different stakeholders. 
For instance, a dyadic perspective where employees’ views and those of their clients or 
managers are analysed could be a suitable complement for this study. 
Despite these limitations, the findings reported in this study contribute to understanding 
the influence of perceived BIM and CSR on front line employees’ perceptions, attitudes 
and behaviours in the banking sector. It is hoped that the results offer some new insights 
into the effectiveness of brand identity strategies and CSR programmes.
Acknowledgments
This work was supported by the Government of Spain under Grant ECO2013-41257-P; 
the Government of Aragon and the European Social Fund under project “GENERES” 
S-09; the Caja de Ahorros de la Inmaculada of Zaragoza and the DGA (CONSI+D) 
under Programa Europa XXI de Estancias de Investigación; and the Subprograma de 
estancias de movilidad de profesores e investigadores séniores en centros extranjeros de 
enseñanza superior e investigación, incluido el Programa Salvador de Madariaga under 
Grant PR2011-0352.
References
Aaker, A. 1996. Building strong brands. New York: The Free Press. 
Arendt, S.; Brettel, M. 2010. Understanding the influence of corporate social responsibility on 
corporate identity, image, and firm performance, Management Decision 48(10): 1469–1492. 
https://doi.org/10.1108/00251741011090289
253
Journal of Business Economics and Management, 2017, 18(2): 241–257
Aurand, T. W.; Gorchels, L.; Bishop, T. R. 2005. Human resource management’s role in internal 
branding: an opportunity for cross-functional brand message synergy, Journal of Product & 
Brand Management 14(3): 163–169. https://doi.org/10.1108/10610420510601030
Balmer, J. M. 2008. Identity based views of the corporation: insights from corporate identity, or-
ganisational identity, social identity, visual identity, corporate brand identity and corporate image, 
European Journal of Marketing 42(9/10): 879–906. https://doi.org/10.1108/03090560810891055
Barroso-Castro, C.; Martín-Armario, E.; Sánchez del Río, M. 2005. Consequences of market 
orientation for customers and employees, European Journal of Marketing 39(5/6): 646–675. 
https://doi.org/10.1108/03090560510590755
Bloemer, J.; Odekerken-Schröder, G. 2006. The role of employee relationship proneness in creat-
ing employee loyalty, International Journal of Bank Marketing 24(4): 252–264. 
https://doi.org/10.1108/02652320610671342
Brammer, S.; Millington, A.; Rayton, B. 2007. The contribution of corporate social responsibil-
ity to organizational commitment, The International Journal of Human Resource Management 
18(10): 1701–1719. https://doi.org/10.1080/09585190701570866
Bravo, R.; Matute, J.; Pina, J. M. 2015a. Corporate identity management and employees’ respons-
es, Journal of Strategic Marketing (in press). https://doi.org/10.1080/0965254X.2015.1076876
Bravo, R.; Matute, J.; Pina, J. M. 2015b. Corporate identity management in the banking sector: 
effects on employees’ identification, identity attractiveness, and job satisfaction, Service Business 
(in press). https://doi.org/10.1007/s11628-015-0287-9
Burmann, C.; Zeplin, S. 2005. Building brand commitment: a behavioural approach to internal 
brand management, Journal of Brand Management 12(4): 279–300. 
https://doi.org/10.1057/palgrave.bm.2540223
Burmann, C.; Zeplin, S.; Riley, N. 2009. Key determinants of internal brand management suc-
cess: an exploratory empirical analysis, Journal of Brand Management 16(4): 264–284. 
https://doi.org/10.1057/bm.2008.6
Carmeli, A. 2005. Perceived external prestige, affective commitment, and citizenship behaviours, 
Organization Studies 26: 443–464. https://doi.org/10.1177/0170840605050875
Chin, W. W. 2010. How to write up and report PLS analyses, Chapter 28 in V. E. Vinzi, W. W. 
Chin, J. Henseler, H. Wang (Eds.). Handbook of partial least squares concepts, methods and ap-
plications. Berlin: Springer-Verlag. https://doi.org/10.1007/978-3-540-32827-8_29
Coleman, D.; de Chernatony, L.; Christodoulides, G. 2011. B2B service brand identity: scale 
development and validation, Industrial Marketing Management 40(7): 1063–1071. 
https://doi.org/10.1016/j.indmarman.2011.09.010
Coleman, D.; de Chernatony, L.; Christodoulides, G. 2015. B2B service brand identity and brand 
performance: an empirical investigation in the UK’s B2B IT services sector, European Journal 
of Marketing 49(7/8): 1139–1162. https://doi.org/10.1108/EJM-03-2013-0154
Cornelius, N.; Wallace, J.; Tassabehji, R. 2007. An analysis of corporate social responsibility, 
corporate identity and ethics teaching in business schools, Journal of Business Ethics 76(1): 
117–135. https://doi.org/10.1007/s10551-006-9271-6
Christensen, T. L.; Askegaard, S. 2001. Corporate identity and corporate image revisited – a 
semiotic perspective, European Journal of Marketing 35(3/4): 292–315. 
https://doi.org/10.1108/03090560110381814
de Chernatony, L.; Segal-Horn, S. 2003. The criteria for successful services brands, European 
Journal of Marketing 37(7/8): 1095–1118. https://doi.org/10.1108/03090560310477681
de Roeck, K.; Delobbe, N. 2012. Do environmental CSR initiatives serve organizations’ legiti-
macy in the oil industry? Exploring employees’ reactions through organizational identification 
theory, Journal of Business Ethics 110: 397–412. https://doi.org/10.1007/s10551-012-1489-x
254
R. Bravo et al. Brand identity management and corporate social responsibility: an analysis from employees ...
Diamantopoulos, A.; Schlegelmilch, B. B.; Sinkovics, R. R.; Bohlen, G. M. 2003. Can socio-
demographics still play a role in profiling green consumers? A review of the evidence and an 
empirical investigation, Journal of Business Research 56(6): 465–480. 
https://doi.org/10.1016/S0148-2963(01)00241-7
Dukerich, J. M.; Golden, B. R.; Shortell, S. M. 2002. Beauty is in the eye of the beholder: the 
impact of organisational identification, identity, and image on the cooperative behaviors of physi-
cians, Administrative Science Quarterly 47: 507–533. https://doi.org/10.2307/3094849
Farooq, O.; Payaud, M.; Merunka, D.; Valette-Florence, P. 2014. The impact of corporate social 
responsibility on organizational commitment: exploring multiple mediation mechanisms, Journal 
of Business Ethics 125(4): 563–580. https://doi.org/10.1007/s10551-013-1928-3
Financial Times. 2014. Fortune 500 companies spend more than 15 bn. on corporate respon-
sibility [online], [cited 12 October 2015]. Available from Internet: http://www.ft.com/cms/
s/0/95239a6e-4fe0-11e4-a0a4-00144feab7de.html#axzz3uiIkVTlz
Fombrun, C. J.; Gardberg, N. A.; Barnett, M. L. 2000. Opportunity platforms and safety nets: 
corporate citizenship and reputational risk, Business and Society Review 105(1): 85–106. 
https://doi.org/10.1111/0045-3609.00066
Garriga, E.; Melé, D. 2004. Corporate social responsibility theories: mapping the territory, Jour-
nal of Business Ethics 53: 51–71. https://doi.org/10.1023/B:BUSI.0000039399.90587.34
Kim, H. R.; Lee, M.; Lee, H. T.; Kim, N. M. 2010. Corporate social responsibility and employee–
company identification, Journal of Business Ethics 95(4): 557–569. 
https://doi.org/10.1007/s10551-010-0440-2
King, C.; Grace, D. 2010. Building and measuring employee based brand equity, European Jour-
nal of Marketing 44(7/8): 938–971. https://doi.org/10.1108/03090561011047472
King, C.; Grace, D. 2012. Examining the antecedents of positive employee brand-related attitudes 
and behaviours, European Journal of Marketing 46(3/4): 469–488. 
https://doi.org/10.1108/03090561211202567
Lee, E. M.; Park, S. Y.; Lee, H. J. 2013. Employee perception of CSR activities: its antecedents 
and consequences, Journal of Business Research 66(10): 1716–1724. 
https://doi.org/10.1016/j.jbusres.2012.11.008
Lichtenstein, D. R.; Drumwright, M. E.; Braig, B. E. 2004. The effect of corporate social respon-
sibility on customer donations to corporate-supported nonprofits, Journal of Marketing 68(4): 
16–33. https://doi.org/10.1509/jmkg.68.4.16.42726
Mael, F.; Ashforth, B. E. 1992. Alumni and their alma mater: a partial test of the reformulated 
model of organizational identification, Journal of Organizational Behavior 13(2): 103–123. 
https://doi.org/10.1002/job.4030130202
Mayer, R. C.; Schoorman, F. D. 1998. Differentiating antecedents of organizational commitment: 
a test of March and Simon’s model, Journal of Organizational Behavior 19(1): 15–28. 
https://doi.org/10.1002/(SICI)1099-1379(199801)19:1<15::AID-JOB816>3.0.CO;2-C
Moir, L. 2001. What do we mean by corporate social responsibility?, Corporate Governance: 
The International Journal of Business in Society 1(2): 16–22. 
https://doi.org/10.1108/EUM0000000005486
Powell, S. M. 2011. The nexus between ethical corporate marketing, ethical corporate identity 
and corporate social responsibility: an internal organisational perspective, European Journal of 
Marketing 45(9/10): 1365–1379. https://doi.org/10.1108/03090561111151808
Peterson, D. K. 2004. The relationship between perceptions of corporate citizenship and organiza-
tional commitment, Business and Society 43: 296–319. https://doi.org/10.1177/0007650304268065
255
Journal of Business Economics and Management, 2017, 18(2): 241–257
Podsakoff, P. M.; MacKenzie, S. B.; Lee, J.-Y.; Podsakoff, N. P. 2003. Common method biases 
in behavioral research: a critical review of the literature and recommended remedies, Journal of 
Applied Psychology 88(5): 879–903. https://doi.org/10.1037/0021-9010.88.5.879
Punjaisri, K.; Evanschitzky, H.; Wilson, A. 2009. Internal branding: an enabler of employees’ 
brand-supporting behaviours, Journal of Service Management 20(2): 209–226. 
https://doi.org/10.1108/09564230910952780
Punjaisri, K.; Wilson, A. 2011. Internal branding process: key mechanisms, outcomes and mod-
erating factors, European Journal of Marketing 45(9): 1521–1537. 
https://doi.org/10.1108/03090561111151871
Riketta, M. 2002. Attitudinal organizational commitment and job performance: a meta-analysis, 
Journal of Organizational Behavior 23(3): 257–266. https://doi.org/10.1002/job.141
Searle, M. S. 1990. Social exchange theory as a framework for understanding ceasing participa-
tion in organized leisure activities, in Sixth Canadian Congress on Leisure Research, 9–12 May 
1990, Ontario, Canada.
Shaari, H.; Salleh, S. M.; Hussin, Z. 2012. Relationship between brand knowledge and brand 
rewards, and employees’ brand citizenship behavior: the mediating roles of brand commitment, 
International Journal of Business and Society 13(3): 335–354.
Simoes, C.; Dibb, S.; Fisk, R. P. 2005. Managing corporate identity: an internal perspective, Journal 
of the Academy of Marketing Science 33(2): 153–168. https://doi.org/10.1177/0092070304268920
Slack, R. E.; Corlett, S.; Morris, R. 2015. Exploring employee engagement with (corporate) 
social responsibility: a social exchange perspective on organisational participation, Journal of 
Business Ethics 127(3): 537–548. https://doi.org/10.1007/s10551-014-2057-3
Smidts, A.; Pruyn, A. T.; van Riel, C. B. 2001. The impact of employee communication and 
perceived external prestige on organizational identification, Academy of Management Journal 
44(5): 1051–1062. https://doi.org/10.2307/3069448
Suvatjis, J.; de Chernatony, L.; Halikias, J. 2012. Assessing the six-station corporate identity 
model: a polymorphic model, Journal of Product & Brand Management 21(3): 153–166. 
https://doi.org/10.1108/10610421211228775
Tajfel, H.; Turner, J. C. 1979. An integrative theory of intergroup conflict, Chapter 3 in W. G. Aus-
tin, S. Worchel (Eds.). The social psychology of intergroup relations. Monterey, CA: Brooks/
Cole, 33–47.
Turker, D. 2009. How corporate social responsibility influences organizational commitment, 
Journal of Business Ethics 89(2): 189–204. https://doi.org/10.1007/s10551-008-9993-8
Wallace, T. 2015. Big banks spend 1£bn per year and give 1m hours to community causes 
[online], [cited 7 December 2015]. Available from Internet: http://www.cityam.com/209376/big-
banks-spend-1bn-year-and-give-1m-hours-community-causes
256
R. Bravo et al. Brand identity management and corporate social responsibility: an analysis from employees ...
APPENDIX
Composition of the scales
BRAND IDENTITY MANAGEMENT (BIM) 
Employee-client focus (EC)
EC1 Our top management is committed to providing quality service
EC2 Our bank treats every employee as an essential part of the organisation
EC3 Our employees will help clients in a responsive manner
EC4 Our bank makes an effort to discover our clients’ needs
EC5 Our bank responds to our clients’ needs
Visual identity (VI)
VI1 The corporate visual identity is helpful in making our bank recognisable
VI2 The font we use is an important part of our visual identity
VI3 Our logo is an important part of who we are 
Brand personality (PER)
PER1 The associations making up our brand personality are extremely positive
PER2 Our clients have no difficulty describing our brand personality
PER3 Our brand personality has favourable associations
Consistent communications (COM)
COM1 The people managing our communications programme have a good understanding of the 
strengths and weaknesses of all major marketing communications tools
COM2 Our bank’s advertising, PR and sales promotion all present the same clear consistent 
message to our stakeholders
Human resource initiatives (HR)
HR1 Our employee training programmes are designed to develop skills required for acquiring 
and deepening client relationships
HR2 Our bank regularly monitors employees’ performance
CORPORATE SOCIAL RESPONSIBILITY (CSR) 
CSR1 This bank is involved in corporate giving
CSR2 This bank is committed to using a portion of its profits to help not for profit 
organisations
CSR3 This bank gives back to the communities in which it does business
PERCEIVED EXTERNAL PRESTIGE (PEP) 
PEP1 This bank is considered as one of the best in society
PEP2 People in my community think highly of this bank
PEP3 It is prestigious in the community to be an employee of this bank
ORGANISATIONAL COMMITMENT (OC) 
BC1 I am proud to be part of this bank 
BC2 I really care about the fate of this bank
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BC3 I feel like I really fit in this bank
BRAND PERFORMANCE (BP) 
BP1 I can successfully fulfil responsibilities specified in my job descriptions
BP2 The quality of the work I do matches brand standards of my bank
BP3 I deliver the promise that my bank’s brand has with customers
BP4 I always deliver the required level of service in response to customers’ specific requests
BRAND CITIZENSHIP BEHAVIOUR (BCB) 
BCB1 I demonstrate behaviours that are consistent with the brand promise of this bank 
BCB2 I am always interested to learn about my bank’s brand and what it means for me in my 
role
BCB3 Before communicating or taking action I consider the impact on my bank’s brand
BCB4 If given the opportunity, I pass on my knowledge about my bank’s brand to new 
employees
BCB5 I show extra initiative to ensure that my behaviour remains consistent with the brand 
promise of this bank
BCB6 I take responsibility for tasks outside of my own area if necessary, e.g. following up on 
customer requests, etc.
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